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ABSTRAK 
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POSITIVE FEELING DALAM PEMBENTUKAN  IMPULSE BUYING 
(Studi Pada Konsumen Starbucks Coffee, Solo Paragon Mall) 
 
Indry Khairani 
F1214043 
 
Tujuan dari penelitian ini adalah untuk mengetahui dampak sales promotion, store 
atmosphere terhadap impulse buying pada konsumen Starbucks Coffee, Solo Paragon 
Mall, Surakarta. 
Populasi dalam penelitian ini adalah konsumen dari Starbucks Coffee, Solo 
Paragon Mall. Sampel sebanyak 200 responden yang di ambil secara convenience 
sampling. Teknik pengumpulan data menggunakan Structural Equation Modelling 
(SEM). Hasil penilitian ini mneyimpulkan bahwa (1) Sales promotion berpengaruh 
positif pada in-store positive feeling (2) Store atmosphere berpengaruh positif pada in-
store positive feeling (3) Sales promotion berpengaruh positif pada impulse buying (4) 
Store atmosphere berpengaruh positif pada impulse buying. 
Penelitian ini dapat digunakan sebagai acuan bagi para praktisi dalam mengambil 
langkah-langkah untuk menentukan startegi pemasaran apa guna meningkatkan 
penjualan yang dikarenakan impulse buying. 
 
Kata kunci : sales promotion, store atmosphere, in-store positive feeling, 
impulse buying. 
  
ABSTRACT 
THE EFFECT OF SALES PROMOTION AND STORE ATMOSPHERE IN-STORE OF 
POSITIVE FEELING IN THE FORMATION OF IMPULSE BUYING 
(Study on Consumer Starbucks Coffee, Solo Paragon Mall) 
 
Indry Khairani 
F1214043 
 
 
The purpose of this study was to determine the impact of sales promotion, store 
atmosphere to the consumer impulse buying at Starbucks Coffee, Solo Paragon Mall, 
Surakarta. 
The population in this study are the consumers of Starbucks Coffee, Solo Paragon 
Mall. A sample of 200 respondents was taken by convenience sampling. The data 
collection technique using Structural Equation Modelling (SEM). The results of this 
research were (1) Sales promotion has positive effect on in-store positive feeling (2) Store 
atmosphere positive effect on in-store positive feeling (3) Sales promotion has positive 
effect on impulse buying (4) Store atmosphere has  positive effect on impulse buying. 
This research can be used as a reference for practitioners in taking steps to 
determine what marketing strategies to increase sales due to impulse buying. 
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